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~EAD BETWEEN THE LINES

TO PROVE CIRCULATION IS NOT READERSHIP,
LET'S TAKE A CLOSER LOOK...

A STUDY TO DETERMINE READERSHIP LEVELS
FOR NEWSPAPER ADVERTISEMENTS
WAS CONDUCTED.

THE REPORT MEASURED THREE LEVELS OF
READERSHIP:

1. NOTED: IS THE PERCENTAGE OF READERS
WHO REMEMBERED SEEING AN
ADVERTISEMENT.
FOR EXAMPLE: THEY S/J.W A CLOTHING
AD.

2. SEEN-ASSOCIATED: IS THE PERCENTAGE OF
READERS WHO SAW OR READ ANY PART
OF THE AD WHICH CLEARLY INDICATED
PRODUCT OR ADVERTISER.
FOR EXAMPLE: THEY S/J.W A SEARS AD.

3. READ MOST: IS THE PERCENTAGE OF READERS WHO
READ 50% OR MORE OF THE WRITTEN MATERIAL
IN THE AD.
FOR EXAMPLE: THEY SA'N A SALE ON SUITS
AT SEARS.

SOURCE: STARCH lNRA HOOPER INC.
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~EAD BETWEEN THE LINES

THE RESULTS OF THE STARCH REPORT ARE
AS FOLLOWS:

• PEOPLE WHO SUBSCRIBE TO THE PAPER
MAY NOT READ IT.

• PEOPLE WHO READ THE PAPER MAY NOT
READ ALL THE SECTIONS.

• PEOPLE WHO READ A SECTION MAY NOT
SEE THE ADS.

AND FINALLY, ONLY 9% OF THE READERS -READ
MOST- OF AN AD!!

CIRCULATION IS NOT READERSHIPI

30r-ft'ft1II.,----------,
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"NOTED· "IEEN-A.88QClATEO· ""UO "OST"

IS NEWSPAPER EFFICIENT?!?
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NEWSPAPER IS A VIABLE ADVERTISING FORM.
HOWEVER, ACCEPT ITS STRENGTHS AND ITS
WEAKNESSES.

~~EAD BETWEEN THE LINES
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• NEWSPAPERS ARE

DETAILED ORIENTED.

* NEWSPAPERS ARE ZONED TO
MY AREA.

* NEWSPAPER FITS MY BUDGET

* MY COMPETITION IS IN THE
PAPER, SO I HAVE TO BE!

-
• AN ADVERTISEMENT CAN HAVE

ALL THE INFORMATION TO
SELL YOUR PRODUCT/SERVICE.
HOWEVER, IF ONLY 9'- OF
THE ADS ARE "READ MOST"
VERY LITTLE OF THAT
INFORMATION IS REACHING
YOUR CUSTOMER!!

* WKYC-TV EFFICIENTLY
REACHES ALL OF THE
CLEVELAND ADI ..• INCLUDING
YOUR TRADING AREA!

* TELEVISION CAN BE
SUCCESSFUL FOR ADVERTISERS
WITH VARIOUS BUDGETS.
ALSO, TELEVISION IS MORE
EFFECTIVE AND EFFICIENT I
TELEVISION PUTS THE MONEY
YOU SPEND TO WORK!!

* TELEVISION CAN SHOWCASE
YOUR COMPANY! STAND APART
FROM YOUR COMPETITION! ON
TELEVISION YOUR NOT
COMPETING WITH YOUR
COMPETITORS FOR THE
CUSTOMERS ATTENTION!
MAKE A NAME FOR YOURSELF
ON WKYC-TV!
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.,~EAD BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

·SO, WHETHER YOU NEED OUR ZONED
EDITIONS OR FULL RUN, CALL BOB
HAGLEY, THE PLAIN DEALER ADVERTISING
DIRECTOR, AT 344-4350 TODAY. HE'LL
SHOW YOU HOW TO GET THE WORD OUT.
BECAUSE THAT'S WHAT YOUR CUSTOMERS
WANT. AND THE CUSTOMER IS ALWAYS
RIGHT. •

CONSIPER THIS;

WITH ALL THE INFORMATION JUST PRESENTED
TO YOU, WHATEVER YOUR NEEDS, IS
NEWSPAPER REALLY YOUR BEST VEHICLE TO
-GET THE WORe OUT?·

IF YOU WANT TO ·GET THE WORe OUT·, GET THE
FACTS ON TELEVISION ADVERTISINGI

CALL ME, DANA NAGEL, AN ACCOUNT EXECUTIVE
AT WKYC-TV, CHANNEL 3. MY DIRECT LINE
IS 344-3449.

I WILL BE HAPPY TO SHOW YOU HOW YOU CAN PUT
TELEVISION SUCCESSFULLY INTO YOUR MEDIA MIX
WITHOUT INCREASING YOUR BUDGET BUT INCREASING
TOP OF MIND AWARENESS AND SALESII

NOW IS THE TIME TO LOOK INTO TV!!





Radio Reaches Customers Newspapers Miss

Weekly
Don't Radio Reach

Usually Usually of
Read Read Non-Readers

Front Page 87.6%

TV Schedule/Book 87.8%

Movies/Entertainment 87.0%

Sports 87.3%

Food 88.8%

Business News 88.1%

Neighborhood News 88.0%

Ufestyle/Fashlon 88.0%

Travel Section 88.2%

Classlfleds 88.0%

Real Estate 88.2%

ED

"Radio is very important to liS. It lcorks and we'll stick with it."

Arnie Greenberg
Chief Executive Officer
Snapple Beverages

Source: The Media Audi! 199C





COMPETITIVE MEDIA

Radio is Strong Where Television is Weak
(Average Daily Time Spent. Mon.-Sun.. 24 Hours)

Adults 18+
TV Viewing Qulntlles TV Radio

Very Light 0:39 3:32

Light 1:36 3:29

Moderate 2:40 3:25

Heavy 4:06 3:27

Very Heavy 7:14 3: 19

Each Day All Kinds of TV Viewers Listen
To Radio (Average Daily Time Spent, Mon.-Sun., 24 Hours)

Men 18+ Women 18+
TV Viewing Qulntlles TV Radio TV Radio

Very Light 0:35 3:41 0:40 3:24

Light 1:28 3:33 1:44 3:25

Moderate 2:24 3:28 2:55 3:21

Heavy 3:36 3:45 4:33 3:09

Very Heavy 6:38 3:20 7:47 3:18

m

SpecIal tabulation for RAB by Simmons M,,,ket Researcb Burcau. 1992





COMPETITIVE MEDIA

Radio is Cost-Effective
(Cost-Per-Thousand Increase 1982-84 To 1993)

Spot Radio

Network Radio

Outdoor

Direct Mall

Spot TV

Network TV

Newspapers

Magazines

. All Media (avg.)

U.S. CPI

"Radio is the primary medium for New York State Lottery for two

reasons: It reaches a captive audience, and it boosts the

effectiveness of other media. "

Michael Abbate
Promotions Director
New York State Lottery

Sources: CPM Indices: McCann-Erickson
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A R••I!ARCH R.PORT

CITIZEN KANE IS STILL
ALIVE

...or how new$papers use
smoke & mirrors to hide the

facts

ARebutta' to Newspaper.' Claims

Prepared by tit. 7lIB Research OeP¥tment

•••..
.~"
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ARebuttal of Newspapers' Claims
About Newspaper
and Television Advertising

TVS', rectnt III•• Powe' II Vld.o Conf.rence featunng John Menneng••
ot the newspaper rep firm Slwyer "«gulon Walk«. offerwd you the oppor­
tunity to eavesdropon the typeofcorwersatJon that tak••placebetw.en news­
papersalesmen and their ell.nts··who are your Clients, or potential clients, as
well.

Mr. Mennenga" comments are repr...ntatlv. of the v.tV way that newspa­
pers respond to 8dV.ftI..,.· questions regarding t.leYlCion. Aa frustrating as
it is to hearthosestatem....WInowhaveamuchbetteropportlJnity thanev.r
before to counte, the anti-TV. pro-n,wspaper story Ult it btlng told In your
mllket today.

On the folfowlnv pat••you wi find rebuttale to some of the larger issues such
II lfNewlPlP4'r StrellQths.. and ''Tet.vision Weakn....,.. whtch Mr. Men­
nenga railed In hie pftHntIton. W.hope you willus. these..astarting point
with your S8In staff to develop your own IOCII ~It rebuttala.

While the Information we have used is nlllon811n nature. rou can r.plicat, it
with yourown local market dltl. If you are misting any specifIC newspaper or
televiSIon data for your martcet, call TVa's R.larch &Development oepan­
mint; (212) 486-1111. W. will try to flJlI" the blanks.



Refuting Newspapers' Claims

(1) New.papera ..y they "outr.ch" ""v/sion.

FACT:
During the average wetk. t.tevl.lon ,.eche. 90 to 15% of all adutts while new,.1M"'" "10" Oftly 70 to..of atl adUltS•

...:TVan........'

(2) New8papers I.y ·,hel, ,.••,.hlp I. Inc"."n,.

FACT:
Betweln 1980 and 1990. newspaper readership continued its decline among adults in
Ivery demographic group.

Among adub 181024. for .xampl•• ,..d.'lhlp dlcllned trom 69.4,.. in 1980 to
63.0% In ti90.

listed below art se1eeted .qmpa.. of the readership decline:

DaHy Newspaper.
Net One-Day Reach

Adultl:
1&.24
2$-34
~

45-&6
66~

Men
Women
HH Inc.:

$50.000.­
H.S.Grad.
Som. CoIleG'
MgrJAdm.·., ,_ ..

.....: N""" a.th.....,

JW
66.9%
51.4
62.1
70.0
73.2
75.1
0'.2
~.8

80.4
71.0
13.8
78.S

1.
62.~%

53.0
58..1
65.7
68.1
88.7
64.5
80.5

73.9
62. 1
69.0
74.6

-4.5%
-8.4
-4.0
~.3

-7.1
·6.4
-4.7
-4.3

-6.5
·8.9
-4.8
·3.9



FACT:
The chan Illustrat•• the chang.
in net household coverage by
the majOr dlily newspapers in
the 211 t.levllion martcetl
between 1985 and 1990.

Almoat "'r-.qua".,. of th.
marketa (7~) polttd deolln••
Qunng the flve-ye. periOd.
while only 18% recorded gains.

FACT:

ee..,....",... MI ...u """1•• 'M "",or_My......,.,.,. .n,'" 211 ....-...1*,... 1III;.,...........

tSt... 21.... 3InwUII-......~~.......,.~ ...................

B.tween 1985 and 1189. U.S. hoUMhoIdI grew from 58.9 mlUlon to 92.0 million (...62%)
while t01ll dilly newspaper circulation went from &0.3 million in 1965 to only 62.6 mil­
lion in 1981 (+4%).

M • ,.,It, dilly n.....,.,. per hoUMhokl dMllntd from 1.06 In 1965 to 0.88 in
'889.

Capite whit n...paper repl888ntativ.. say. drculatlon doU count as a valid bench­
mark of neweplpe,.' ablltv 10 COY"1M marketplace. The ehart below SUVg,. that
the r8l1o or dlffy dtculatlOn per nouMhold Will continue 'ts downward trend In the future.

t.0I
tell
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(3) N.w.~.per. uy IWW,p."f ,dv."I.lng ~ "mo", _"fICtive"
and th.' "Influentl.," I. not a v.lld crlt.rl. 01 advenl,/ng
eltectl"ene...

FACT:
Television, with i" Sight, sound. motion and emotion, is significantly more eftedive for
sellng goode and ••"'ic. than new.,.", These lnhe,ent characteriStics ot 'alevi­
SiOn IIlow 8n adVent,., 10 preMnt • dramatic messaoe that can be both more intrusive
anc:Ilmpaaful than adwnislng In any other medium. And th'., qualltle. d••trmino the
","edlven,.s· of advertl,lng and the ability of an adYel1l$lng mealum to Influence the
public's purchallng dlclliOnl_

The newspaper IndUSU'Y h88 mlllppltld the term "lnftuenU"" to the adVertised prOduct
or service rather than to the adver1lalng mtdlum itself. Instead. It's the environment in
which an a~8rttslno meaaage is canted that influences people to buy adVertised prod­
uct, or ••",Ices.

WhICh of theSe kinds of advertising (') has th. mOlt Influence on people. (2) is the
mOlt exoltlng, (3) II the meet authortt81Iv.? Adults In oach case voted overwhelm­
Ingly for television advertiSing over newspaper advertising, It is this perceptJon of lele­
viSion advertising that cr.a", added value for thoSe products or S8IVices that are
adVertised on television.

MulII: I...of TV aNew.,aper
Advert'ling

11..

.7..... 0 .....



(4) NeWIPII*I .ay "colo," Improve. the .ttectlv.ness 01
n•....,adve",.lng.

FACT:
The 8Wt8g. "noting aeoN" tor a newspape, ad imptov.. only abOut 5 or 6 percentave
poin. with the addtion of color. The premium of 25% for thl addition of color seems
a high pnce to pay to, thi, rnocJelt galn. Colorr of cour••• 'e f'H on t.levlelon.

(5) New...pe,•••, "nol/ng .cores".t. not avalid m•••ure 01
".".,.,.,ad ,..."hlp. TIl., they were c,...t.d for the sol.
purpo_ 01 copy ,..Ung.

FACT:
Starch measur•• thr•• CSegr_ of ad readership:

A. Noted: the percentage of read.,. of the issue who remembered seeing the ad

I. MIoolllld: the pelClfttatl of readers of the issue who ,..""mbeted they
had seen or r.ad any pari of an ad that dear1y indlca,ed 'h. brand or
.dvttk~r

C. R.......: the pe~ntag. of readers ot the particular issue who react 50% or
mora of the copy In thl ad

The Starch .f.lOCI.tld" and "read most" KGr. are often used for testing the .ff~

tlvene. of an .cr. copy and artwork. On 1he other hand. "noted toor....-·in spite of
what newsPlP" peOple say-are a valid mea.ur. of. r"". ,xpo8ur. to adver­
tisements u it r,Jat.. to such factors as slz8, section, calor and positioning.



(8) N...paper. lay te/.vlslon I• • frqmented medium.

FACT:
While more fragmented than in lhe palt. over-the·.' t,l,vislon is sttD the only medium
that is able to deNver total market cov.rage.

Among a. ttleYilion househ., lnoludlng !hoe. with baIIc and pay clble, about
thr-.quart,r. of II' the v.ewfng 'S to commercial over-th••lr '.levilion ltatlonl.

And. television adven'••' can be confident that commercia' ov,r-the-8lr _10M
can ....0" over to% of the hOuseholds In a marke' during the course of the week.

FACT:
Rather than Shrinking, television viewtng hu shown increases decade after decade.

11me Spent VIewIng
Pet TV Home, Per Da,

I ........
........



FACT:
T'll\Iisio,,', r.1Ch advantage is documented for every major uptcate demographic
group: upper income. better eduCated. profession. and tethnteal. Everyone watches
television, and teteviltO., ,.ach.. Many mort ad.- daily 'tl"aft newspaper•.

These sam. up.... ctemographlC groups spend mort t"ln four tl",., tleft day
with Utlevl.'on tt,.. with newa,..,.rt.

Multi:
P.rcentage

,Reeohed DIIJL.

T....60n NeWt!!,...
HOUHhold Inoame:
S5O,000... self. 7''''.

Time Spent Dilly
(in miftul..)

~- .-.
191 4\

Education:
College Orad.

Occupation:
Prof.JT,ch.

85% 15%

68~.

184

186 3S

(9) Newep..,...y ""'./on vlewe,s are not watching
tlte commen:lll&

FACT:
Dunng the t>t08dC81t day, II" of men and 96% of women viewers pay ei,,,., "'lJll"
or "partial" atttntIon to t....lon.

Proportion of Average Half-Hour 1V Vlewe,.
It Various Stat•• of Attention

Fug Attention 67% 58%
Partial Attention 3'% 38%
Out of Room 2'. ~..



(10) Newsp.'••IY '.'.vla/on vl.w." ate "zapping" and "zlpplng"
commercial,.

FACT:
lapping occurs when avii.' switches channe. during some portion or an of a com­
mercial. According to G."up , Robinson Inc.• 82.5% of television "lewels do not
twttotl Chinn... during a commeraaJ breaJ(.

Extent of 0'11 Switching During Breaka

None 82.5%
occasioNally 12.2
Men than half tn, tim. -1.l
Total 100.0%

UZlppl"," II what a VCA owner doll when he or she fast-forwatds over commereta's
while viewing a prlvlOutIV taped program,

G.rara Broul8lrd. YIce president. media re.,arch dlreccot, Viet Media International,
pointl out that thl recording of programs ac=unts for oliy a smalt percentage (34Yo) of
'elevlelon acdYlty and that lipping, therefore. is reatIY aminor problem. It the VCRown., records during vltwtng, thin he or she is viewing the commercial. It the record-

. lno Is don. whl. the ... i. off some of the commerdall may be "Zipped" when the
program II played back. But many art not. and this viewing lMComea a bonu. for
the advertiser.



(11) New.p.r. lIy t.'.v/~onview.'. have declining
commerc/./rec.lI.

FACT:
Peopl, who measure whether viewers can recall thl tU1 commercfal they saw In apod
that may contain four to ,be eommerctaJa (the 0ltt0lnG methodology .mployed by
the Advertising Bure.u) demon.trlte.lack of unaeratandlng Of how
t"'villoft aetv ng worlc8.

Televl,lon ". re-=h and frequency medium. It r.ach•• huge numbers of pt•• 1l\e,n,dIv,,,... of an advent••"s meuag.··geltinG consume.. to respond to tht com­
m.rcial....'tI.t•• directly to the numbe, of tImes prospective consumer. see the com­
mercial messagl.

A single commercial is part of an ov.rlll campe'on. Repeated exposure to that cam­
paign .nablee the viewe, to beCOm. aware of a featured product or seNfce and nMain
awareness of that product or .eNice. this. in tum, creates the climate in which to pur·
chait tnat prodUct. It I. thIS process. plus reach and frequency. that makes televiston
the more effective advenislng medium.

Bulke & Co. is In the forefront of television recaliliudles. Mott Burke testa art for
producta appealing to or~ht prtmllly oy women. AI the following table
revelll, the typical 'MaO Ieve' (the percentage of viewers who remember a cammer­
dal. Ita advlrtistd brand and • ~1Iton, element In the message) for 3O·second spots
remlln con..... O'IIr the y.-.

A"..... ReoaIISco,., tor Women
for »second M....g••

..... teo... (%)

1866.67 21
1988-72 22
1873-18 24
1879-81 23
1989· 22



(12) New.,...,. .ay 'My.,. out to "".al s".,," of n.,lonal
..ertI,ln, do"." 'rom t./e.,'./on.

They art atlempting 10 do thle by USing new CI.allve streteglls--eolor. electronic traM­
miuion., Itancsardittd researeh, st.ndatdltd adV."ls'ng units (SAUs) and bllllng-·as
wetl • "creative pricing."

FACT:
'n spite of all 01 theM fflO"'.
"adonal advert..,. continue
to place their contlcttnce­
and doIlars-in t.levislon
IMrtlllng. As the ohalt
Indtcate.. televlllon', share
of "lWIpaper and 1t1eVi11On
nlllOnal adVel'llling dot•.,.
co""nu.. 10 Increase white
.....per.·.h....
oontlnu•• to d.clln••

Nlwapapera va. Television
Sltare of TMlr NAnONAL

Advertll'no Doll..

81% "%

1.70 tNO t.
0 ..........,.....

11.".

Newlpapere v.. Television
...ot rLOCAL

Adv ng Dollare

I" 87%

,tso 11tO

And ",.10_ lCIVertlllng
pi......
NewIpIpetI haYll traci1londy
.njoyed a taro,IMd OYtr
tlleWllon for ...... of IOCII
"ertll1nv dollars (which
Includes dastAfIed ••rtf...
lno). WhIt, ntWIPIPt" IdI
eccount for the metor ahart of
newepaper andt"~n
lOCal aGYenIIInQ dol.,.
(79%). tllMllion contlnu..
tol o.
," lOcal Clol.., ••



Therein LI•• the Challenge for TVB
And Its Member Stations:

Secause newspapers ar. an '1olde'" advertising medium II compared to
t,I,vilion. the)' have an entrenched position within the local advenising
QQmmunity. This was tl\l8 when television was Rrstlntroduced. and it
remllnl 10 tOday.

Whll. the television advertising community experiences continuing suce.as
in capturing an incre..1d shar. of focal adVertiSing dOli.,. from newspa­
per•• the pace has been Slow and we 'tUI have a long tOad to travel.

The chailinge of the '90s for TVB and it~ member stations is to increase our
efforts to gain an even greater share of local ad dolla" from newspapers. If
we commit ourselv.s to thll goal-and dedicate ourselves to meeting this
chatlenge-·by the end of the d.cad•• t.levltlon could lcoount for 3D-1t of
10_1 advet1lslng dolla.. placed in neMpapers and TV.

Whl. the n,wapI,,' 'Muttry... ill. going "an out" to incr.ase its
,har. of natlonal adv.nlslng dolt.,., 'the faet is it hasn, suceeecsed yet and
won't be lUeeeafulln thl future.

The television indUI\rY must do 10C8t1y what the newspapt' induatry is trying
to do at the national level. And NB Is committed to supplying you··our
'member Itllionl•.wItJ1 whatever marketing, r.search and promotional tools

I addotta,s.
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Radio Is Sound, but:..

the taetthata radio ItotIOnhal1he Qblly to reach Q amaI segment
ofthe~;, ... broadcostarea has neverbeen quedoned.

But each year. ci.le to an h:reatfngIv competftlve retal etWIrOft­
ment. more loc:dadWltll...orellweltlngmoreadveftIWegdokn In
bIoodcaattlhMllcn.TodaY, loeOIacMN1IIerslnvelt$1.3bllona year
more In1e11M11on1han they do~ tOdIO. Wtv(l Because 1h... focal
ocNertIIeIIlcncw broadcaIt teleWlon advertising:

• reaches more of ther proapectlve customeq-whatever
1I\eIr leX, houIehoid Income. edueatton 0( occupation

• reaches more ofthek' prospecttve customen tor longer
pedods dflme each dav

• II~ by more of1t*pr~cUltem.rs as
the molt lnf'uentIQI. outhOrttottve. belevable advertising
medkm.

On thefo~pag.wehave detQled for yOlJ aR the latest facts
and ftgu,..abouttheradIolndustly todaV...wIth comparable tekM­
lion data.'

we have evaluated radio QI ana~gmed'Jrn by compartng
It. point bV point, wtth televlllon.

We think you wi be able to Judge for yourself whiCh II the better
mediumto helpyOJ achieve youtmarketlnggoatsond...the bottom
Ine...whlch II the better medium fOr creating Increased sates and
profttl.


